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On A Personal Note...
By Charles E. Gaudet II

As Thanksgiving rounds the corner, I 
wanted to take a few moments to tell 
you how much I really appreciate you. 
Thank you.

Thank you for your loyalty, your support, 
and for inspiring me to find more ways 
to add value back to your lives and 
business.

Thank you. Thank you. Thank you!

And speaking of thanks, Veteran’s Day 
was this month, and it was refreshing to 
see how many businesses 
expressed their gratitude 
in ways that touched 
the hearts of the many 
veterans that put their 
lives on the line for our 
safety and freedom.

Some examples include:

• DoubleTree 
Hotel delivering 
chocolate chip 
cookies to the 
Veteran’s Resource Center at the 
Homeless Veteran’s Services of 
Dallas

• Free haircut at Great Clips

• Free meals at places like Hooters, 
Applebee’s, Golden Corral, 
Bonanza Steakhouses, Shoney’s, 
Red Robin, IHOP, Chili’s, and 

Continued on page 2

Quotes
“If you want to catch a whale, 
don’t use a minnow for bait.” 
– P.T. Barnum

“Action is the foundational 
key to all success.”   
– Pablo Picasso

“Try not to become a man 
of success, but rather try to 
become a man of value.”  
 – Albert Einstein

California Kitchen

• Free coffee at Starbucks or a free 
doughnut and coffee at Krispy 
Kreme

• Free beer at any restaurant owned 
by the CraftWorks

• Free junk hauling by JDog Junk 
Removal

And the list goes on…

I particularly appreciated this token by 
Justin Brooke, a small business owner 
and founder of IMScalable, who wrote:

Not only did the veterans appreciate 
Justin’s offer… but several of his fans and 
followers also publicly acknowledged 
and thanked him for his very generous 
offer.

Funny how a simple “thank you” goes 
such a long way.

In fact, I recently watched a Kickstarter 

THANK YOU FOR 
SPREADING THE WORD!

“I’m grateful for our Insiders’ 
community and humbled by those 
of you who’ve taken the time to refer 
your friends, family and colleagues 
to the club. A warm and sincere 
thank you to each one of you!”
    

November 2014
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The Premier Positioning Strategy™: 
A Simple Method for 

Increasing Your Perceived 
Value and Your Worth

By Charles E. Gaudet II

Let’s paint a little picture…

Assume you’re in the market for buying a personal 
development program from someone who can fill 
the gap between where you are today and where 
you want to go tomorrow. Someone who will make 
a positive 
difference. 
Someone 
who really 
knows 
their stuff. 
Someone 
who will 
change 
your life.

Unfortunately, as you look around, you’re 
overwhelmed with options because there are so 
many personal development coaches – and they are 
all promising transformation.

You’re stumbling across many coaches who charge 
anywhere from $50 - $200/hour for one-on-one 
sessions, when all of a sudden, you’re introduced to 
this other guy… A man standing at 6’ 7” with hands 
so big, it’s like he has bananas for fingers. While 
his presence is impressive, you go on to find out his 
private, one-on-one coaching clients pay him over 
$1,000,000 a year, plus a percentage in their upside 
in profits… Meet Tony Robbins.

Tony’s not shy about telling everyone that he gets 
paid $1,000,000 a year for one-on-coaching. In fact, 
he wants everyone to know, and works it into every 
story and conversation he can.

campaign by Angelia Trinidad for her “Passion 
Planner.” In her video focused on gratitude, she 
unselfishly said that she didn’t want price to hinder 
anyone’s ability to have access, so if you shared her 
product on social media, she’d send you a free PDF 
version of the planner.

Here’s her message:

She has 21 days left in her Kickstarter campaign, 
and look at the results:

People naturally gravitate toward (and want to 
support) people that genuinely have your best 
interests in mind.

Something to think about…

With much gratitude,
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Now, assuming everything else is the same – who 
would you perceive as having the highest potential 
for delivering the greatest results for you? The guy 
who charges people $1,000,000 a year, or someone 
charging a mere $50/hour?

Naturally, you perceive the guy making $1,000,000 
as having the greatest potential for delivering your 
transformation.

Why?

Because in America, we’re taught this simple 
principle: 

“You Get What You Pay For”
Over the summer, I visited a boat 
dealership in Wolfeboro, NH called 
Goodhue & Hawkins. Steve, the owner, 
wants to be known as the “premier” boat 
dealership in New Hampshire, and as 
such, has attracted wealthy and notable 
clients (like Mitt Romney, for example).

But this notoriety didn’t happen by 
accident…

He deliberately established himself as a 
leading dealership using a strategy I call 
The Premier Positioning Strategy.™

To get people to perceive you as premier, 
you need to have premier offerings.

So, Steve became one of America’s elite 
Hacker-Craft boat dealers – a classic, 
rare boat worth HUNDREDS of 
thousands of dollars. They are the Rolex of boats…

And while Steve admittedly doesn’t sell very many 
of these boats, it’s worth it because it distinguishes 
his dealership as a premium seller, and has allowed 
him to sell many more of his other premium brand 
boats. People see Goodhue & Hawkins as a quality 
dealership with top-level service – exactly what’s 
required to become a Hacker-Craft representative.

Jay Abraham, a marketing consultant, proudly says 
that he’s “the highest paid marketing consultant in the 

world.”

Following his steps, Frank Kern, an internet 
marketing consultant, proudly says that he’s “the 
highest paid internet marketing consultant in the 
world.”

Both make these claims because, just like Tony 
Robbins, they want people to perceive their 
products and services as having extreme value.

Steveston Pizza Co., a Canadian restaurant, offers a 
$450 pizza loaded with lobster, black Alaskan cod, 
and a side of Russian Osetra caviar… and a “Best of 
Seas” pizza for $725.

Crazy?

It’s all part of how you want people to perceive 
you.

You see, it just wouldn’t make sense for Wal-Mart 
to offer a $10,000 television because they don’t 
want to be perceived as a premium priced retailer 
– and they don’t want their customers to expect the 
frills that come with such a distinction.

Now with Steveston, their regular pizzas are $30 – 
that’s twice as much as the most expensive pizza at 
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my local “house of pizza.” Clearly, they want to be 
known as a premium provider.

Of course, just having a premium priced product 
isn’t the only thing that’s going to get you premium 
pricing. You’ve got to back up the prices with 
premium service and products that one would 
expect from a top-tier provider.

Steveston offers 100% organic ingredients, 
handcrafted pizzas inspected by the owner and 
head chef, and a unique culinary experience with no 
cookie cutter recipes.

A few other things to keep in mind are:

• Goodhue’s primary product is not the 
Hacker-Craft.

• Jay Abraham and Frank Kern’s primary source 
of income is not hourly consulting revenue

• Steveston Pizza’s primary product is not their 
$450 pizza

So why do they offer them?

Because premium products offer a trickle down 
effect, making the rest of their products and 
services appear more valuable.

Now, let’s make it more personal and dive into my 
own business…

The bulk of my profits come from my Pay-for-
Performance Consulting. In fact, my top client has 
paid me well over $800,000. This is based purely 
on results (I do not charge an hourly fee for this 
service – but your business must qualify by having 
annual revenues over $1 million, and pass our 
application process – if this interests you, email my 
assistant Mike at Mike@PredictableProfits.com).

Because I can only take on a handful of private 
coaching clients, I set my hourly rate at $1,000/
hour.   

I want to be seen as a premium provider, and I want 
people to expect me to be expensive.

You see, my products and services are all 100% 
results-based, and the quality of the information I 
deliver has a value to my clients exceeding $1,000/
hour. My hourly rate reflects my value in other 
areas.

Because of my premium positioning, media 
professionals, speakers, and referrals often introduce 
me as a guy that’s worth $1,000/hour. They say 
this because “$1,000 an hour” establishes a degree 
of credibility – just as Tony’s $1,000,000 a year 
establishes him as a credible personal coach.

To start taking advantage of The Premier 
Positioning Strategy, identify a related and 
valuable product or service you can offer at a 
premium price. Once you identify your premium 
service, use it to your advantage and tie this 
product/service in with your identity.

Include mention of your premium service on your 
“about us” page, speaker introductions, press kit, 
stories, marketing material, and so forth.

It’s all part of the formula for positioning yourself 
for predictable profits.
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The 3-Step Process for 
Systematically Generating 

More Referrals

By Charles E. Gaudet II
Let’s face it: there isn’t a single business on the 
planet that couldn’t benefit from more word of 
mouth referrals. Right?

And it’s happening whether we (as entrepreneurs) 
are asking for them or… just like Holly did below… 
they’re organically manifesting themselves in social 
media.

At a 30,000 foot view, the power of word of mouth is 
obvious: increased sales and profits – but as you dig 
a little closer, you see numerous additional benefits 
that only make word of mouth more attractive. 

Referrals are:

• Already presold on you, and therefore result in 
a quicker buying cycle

• Acquired at virtually no cost, maximizing both 
your margin and your profit

• Most likely to have a lower return rate, higher 
repurchase rate, and a higher customer value

 “The Word of Mouth Marketing Association” (yes, 
there’s an association for everything nowadays) 
reports in their January 2014 survey:

• 64% of respondents mostly or completely agree 
that word of mouth is more effective than 
traditional marketing

• 50% indicated that they’ve incorporated word 
of mouth advertising into their traditional 
marketing campaigns

• 70% of respondents plan to increase their 
investment in word of mouth advertising 

Look, you’re smart enough to become an Insider, so 
I clearly don’t have to convince you why you need 
more referrals for your business… Still, the challenge 
we’re all facing is: 

“How do we get more referrals?”
Lucky for you, I’ll cover that right now.

There’s one strategy that can instantly double – even 
triple – the amount of referrals you get for your 
business.

But I’ve got to warn you, it’s embarrassingly simple.

So simple and so obvious – yet the majority of 
people aren’t doing it.

Are you ready?

Drum roll please…

The strategy is…

Two words…

Just Ask.

Now, don’t worry, we’ll get into more detailed 
strategies in a moment – but the truth is, the 
majority of business owners simply don’t ask their 
customers and clients for referrals, they just sort of 
expect that it’s going to happen on its own…

And for some companies, it will happen on their 
own.

But relying on your customers and clients to refer 
business on their own is under-optimizing the entire 
referral opportunity.

So, let’s see what we can do to add a bit of nitro fuel 
to this profit center.

For starters, when you think about the companies 
you refer to your friends and family, there’s a good 
chance they have one thing in common. They deliver 
an exceptional product supported by exceptional 
service. No one wants to put their reputation on 
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the line for a company that delivered just a so-so 
product/service – but they will vouch for someone 
that does an outstanding job.

Want more referrals? Create enthusiastic, ecstatic, 
and excited fans.

There are very few systems that will allow you to 
capitalize on referral opportunities without first 
creating happy customers (a happy customer is one 
level greater than a satisfied customer).

Like everything we do, we want to find a way to 
systematize the referral process so that it happens 
automatically whenever and wherever possible. 
Systems allow everyone on your team to be on the 
same page, and provide you, as the captain 
of your ship, with a stable path you can 
use to build on and optimize for future 
growth. When we can, we’ll automate every 
step – but even when it’s not possible – we 
must know when and how to do it in a very 
systematic way. 

To do this, we created a 3-step referral 
process for our coaching clients that I’m 
giving you right now…

Step 1: Knowing WHEN To Ask for 
Referrals

To build our system, we reverse engineered 
the process and asked ourselves:

“When’s the best time to ask for a referral 
that will yield great results?”

A lot of research and study has been done 
on this subject, and the findings say that the 
best times to ask for referrals are:

1. The point where your customers and 
clients are most excited about their 
purchase with you  

2. When you receive a testimonial, 
endorsement, or other such 
compliment

3. As soon as your customer sees results 

(or is expected to see results)

4. Within a few days after your customers does 
business with you

5. At the time of delivery or fulfillment

Those are the “best” times – of course, you can ask at 
any time – but the above times will yield the biggest 
outcomes.  

For example, I recently invested in Copyblogger’s 
new Rainmaker platform for our new site at 
PredictableProfits.com (see the resources in your 
Members’ Area). Shortly after I enrolled in their 
program, I received an invitation to join their affiliate 
program.
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 That was an automated response triggered once 
someone starts to see (and get excited) about New 
Rainmaker.

During the annual review with my financial planner, 
we discussed how much growth was achieved in our 
portfolio. I was pleased and doubled my investment 
with her. That would have been the perfect time for 
her to say: “Do you know at least one other person that 
I could also help increase their wealth?” If she asked, I 
would have provided her with the names of at least 3 
people. 

When I enrolled into the Elements Massage 
Wellness Program, I received this brochure inside 
their welcome packet:

When people are excited, enthusiastic, and 
ecstatic, they will be happy to refer more business 
to you.

Step 2: Create A Win/Win/Win Scenario

All too often, you see affiliate marketers trying to 
drum up business by using the annoyingly popular: 
“Refer someone to me and I’ll pay you” scenario.

We call this the “double win.”

First win: the company acquires a new client.

Second win: you get paid a referral bonus.

These work and have been popular, but they don’t 
hold a candle to a triple win model where everyone 
wins – the company, you, and the referred customer.

This is 
how 
Dropbox 
increased 
signups by 
60% and 
increased 
users from 
100,000 
members 
to over 
4,000,000 
in only 15 
months 
- with no 
traditional 
ad spend!!

This is 
how it 
works: 
when a 
new user 
signs 
up for 
Dropbox, 
the 
company 

immediately offers the new user an opportunity to 
get more space for both the user AND a friend with 
a simple referral.  

The Place Where Entrepreneurs Come To Grow Their Business™
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Dropbox sought to make the referrer a hero by 
giving their referred friends preferential treatment 
not available by going to Dropbox directly.

Making the user a hero is a play to the ego and an 
incentive for them to refer: “Hey, I’ve got something 
for you that’s great, and because I’m already a 
customer, I can give you an inside advantage you 
won’t get elsewhere.”

That’s how they doubled users every three months!

Dropbox integrated their referral program right 
into their onboarding process, offered a triple win 
scenario, and made it easy to share.

Win #1 – Dropbox gets a customer

Win #2 – The referrer gets more free space

Win #3 – The person referred gets preferential 
treatment with more free space

But Dropbox didn’t come up with this whole idea by 
themselves – they had their inspiration too. PayPal 
started a similar viral process before social sharing 
was popular.

Prior to 2003, before PayPal became a household 
name, the company leveraged word of mouth 
referrals to acquire new customers. Here’s an excerpt 
from Peter Theil’s CS183 startup class:

“PayPal’s big challenge was to get new customers. They 
tried advertising. It was too expensive. They tried BD 

[business 
development] 
deals with 
big banks. 
Bureaucratic 
hilarity ensued. 
Over ice cream, 
the PayPal 
team reached 
an important 
conclusion: BD 
didn’t work. 
They needed 
organic, viral 
growth. They 
needed to give 

people money.

So that’s what they did. New customers got $10 for 
signing up, and existing ones got $10 for referrals. 
Growth went 
exponential, and 
PayPal wound up 
paying $20 for each 
new customer. It 
felt like things were 
working… 7 to 
10% daily growth 
and 100 million 
users was good…”

Uber also went 
with a “Give 10, 
Get $10” triple 
win model. Your 
friend gets $10 
and you get $10 
towards your next 
ride.

The company 
officially launched 
in June 2010, 
and 6 months 
later had 3,000 – 
6,000 users doing 
between 10,000 
– 20,000 rides. 
With a valuation 
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in excess of $3 billion dollars… I’d say they’re doing 
alright.

 Max Crowley of Uber Chicago explains:

“We’ve found that our growth is driven substantially 
by word of mouth. When someone sees the ease of use, 
the fact that they press a button on their phone and in 
under 5 minutes a car appears, they inevitably become 
a brand advocate.” (Source: Quora) 

According to CEO Travis Kalanick, Uber relies 
almost exclusively on word of mouth. He explains:

“I’m talking old school word of mouth, you know at 
the water cooler in the office, at a restaurant when 
you’re paying the bill, at a party with friends – 
‘Who’s Ubering home?’ 95% of all our riders have 
heard about Uber from other Uber riders.” In fact, 
for every 7 Uber rides, word of mouth generates a 
new Uber user. (Source: Uber)  

And here’s another example from Kill Cliff, a 
workout recovery drink I recently purchased:

You do not have to limit this to online orders or 
programs either.

Years ago, I purchased a Chevy Silverado when I was 
running my real estate development business. The 
sales representative told me: “If you know of anyone 
else I can help, send them my way and I’ll give them 
$XX discount and send you a referral bonus of $XX” (I 
use $XX because I can’t remember the actual amount 
of money he sent me). Nonetheless, when I pulled up 
to my project the next day in my brand new pickup 
truck, the guys wanted to know where I got it – I 
told them about the deal – and we all profited from 
the relationship.

Aveda offers the following:

A great example of a triple win offer.

The key with all referral programs is tracking, so you 
know who to thank and give your referral benefit 
to… notice the “referred by” blank above - this is 
often easier with online tracking services – but 
equally important offline.

Step 3: Make It Easy To Refer

Now, it’s one thing to ask… and another thing to 
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create a triple win… but unless you make it easy for 
people to refer customers to you, they ain’t gonna do 
it…

For starters, walk them through how the process 
works. Here’s an example by Digital Ocean:

Or have the instructions and benefits written on a 
card like Aveda… Or in a brochure like Strategic 
Coach…

 (If you’d like a preferred benefit from Strategic 
Coach, email Mike@PredictableProfits.com and 
we’ll get you one of their best selling books for free)

…And wherever possible, leverage technology to 
make it as easy as possible to share and send a link, 
just like Dropbox does here:

Or like Infusionsoft does here:

Speaking of technologies, check out http://www.
ReferralCandy.com, http://www.Extole.com, and 
http://www.GetAmbassador.com - all referral 
programs worth checking out. 

And remember, while customers are your best source 
of referrals, don’t hesitate to reach out to vendors and 
employees too.
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The Simple Marketing Strategy 
That Launched An 

Entire Industry

By Insiders’ Club Member, Tom Trush

Claude Hopkins understood that marketing 
an actual product or service is an expensive and 
frustrating proposition. 

So when a friend asked for help promoting 
a new product, the advertising writer knew 
he needed a different approach. The strategy 
Hopkins came up with launched an entire 
industry.

Here’s what he did… nearly 100 years ago:

Hopkins’ friend discovered a paste you’re likely 
familiar with (and may even use) – Pepsodent. 
You probably know the product as toothpaste, 
but a century ago, toothpaste was a tough find 
inside consumers’ medicine cabinets.

You see, brushing your teeth was not a common 
task in the United States. Sure, toothbrushes 
were available, but most Americans didn’t 
understand the benefits of cleaning their pearly 
whites.

Hopkins saw this misunderstanding as an 
opportunity. In fact, he believed he could turn teeth 
brushing into a daily habit.

So he decided to target a natural occurrence: the film 
that collects on teeth. He then touted Pepsodent as 
the solution to “the dangerous coating that robs teeth 
of their whiteness.” 

What’s important to note is Hopkins didn’t 
promote Pepsodent the product. Instead, he 
marketed Pepsodent as a solution. In his advertising, 
he also educated prospects about the benefits of 
removing the film that collects on teeth (or the 
problem).

Check out this 1929 Pepsodent ad and you’ll see what 
I mean:  

Notice how Hopkins gives reasons why readers should 
try Pepsodent, but he doesn’t attempt to sell them. 
Instead, he offers a 10-day trial. That way all risk is 
removed from the consumer.

So, what problem does your product or service solve? 
Does your answer match what you’re marketing 
today? 

Remember, your prospects want solutions to their 
problems – not your actual product or service.

Now, here’s another thought to consider...

Obviously, the current business environment is much 
different. First off, you likely have more competitors 
than Hopkins had to worry about. 

After all, just think about how many people share 
your job title. For instance, if you’re a personal injury 

The Place Where Entrepreneurs Come To Grow Their Business™

© Copyright 2014 Managed Marketing LLC   |  The Predictable Profits™ Insiders’ Club  |   www.PredictableProfits.com



 12

attorney, how many others can make this same 
statement?

Whether you’re a lawyer, banker, accountant, farmer, 
massage therapist, real estate agent, or whatever, you’re 
likely not the only one with your title…

And this presents a problem when marketing today. 

You see, if your message only focuses on what you do 
(i.e., your occupation or product/service), instead of 
specific outcomes you provide, then you’re seen as no 
different than your competitors.

But if you differentiate by demonstrating yourself 
as an authority on a specific outcome, you not only 
communicate credibility, you also inspire action.

So, ask yourself the following question:

“What do I want to be known for?”
In the example above, Pepsodent was known as the 
product that removes film from teeth. 

Now keep in mind, authority is granted to those who 
prove their capabilities, so create content around the 
outcome you want to be known for.

Let me give you another example...

My outsourced CFO client uncovers hidden cash flow 
opportunities at energy and environmental companies. 
So, we immediately positioned him as an authority on 
this outcome by developing an executive awareness 
guide titled, How to Uncover The Cash Flow Killers 
Crippling Your Company... and Fix Them Before It’s Too 
Late.   

This simple step gives him an immediate advantage 
over outsourced CFOs who rely on marketing their 
job title alone. 

Of course, my client delivers several other desired 
results, so we’re proving his capabilities by creating 
and distributing content (e.g., articles, blog posts, 
videos, etc.) around each outcome. 

In addition, we’re sharing ideas on these topics with 
the media.

Why not follow this same approach and grab your 

authority status?

Don’t be just another real estate agent. Create content 
that proves you’re the real estate agent who quickly 
sells seven-figure, waterfront homes in a specific 
community…

Don’t be just another banker. Create content that 
proves you’re the banker who funds business loans for 
students starting technology companies… 

Don’t be just another farmer. Create content that 
proves you’re the farmer who grows the tastiest 
pumpkins for baking world-class pies.

Get the idea?

Again, you’re not limited to one outcome, so pick 
outcomes that bring you the most beneficial clients.

A few ideas to implement...

• Take a stand - Reveal myths, declare your 
beliefs, or go against common claims in your 
industry. 

You might create a few critics, and that’s fine. 
Critics are a sure sign you’re doing something 
right.

• Showcase your skills - Few actions create 
credibility faster than live demonstrations of your 
abilities. 

Hold events that highlight your prospects’ 
desired outcome(s). Or, to heighten your 
authority status even more, present these topics 
to other people’s audiences.

• Develop a signature strategy - I bet you have 
a unique way to produce results. Why not share 
the details and give your approach or system a 
name?

Check out the iRobot Roomba vacuum and 
you’ll see that it doesn’t just remove dirt from 
floors/carpets (like all other competitors). 
Instead, it uses “the revolutionary AeroForce™ 
Performance Cleaning System to clean floors 
like no vacuum has ever cleaned before.”

The distinctive name implies deep knowledge, 
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extensive research, and most importantly, results. 

So there are a few ideas to get you started. Don’t 
forget to keep me updated on your progress!

Tom Trush is a Phoenix, Ariz.-based direct-response 
copywriter who helps business owners craft lead-
capturing marketing materials. His latest book, 
Escape the Expected: The Secret Psychology of Selling 
to Today’s Skeptical Consumers, is now available 
at Amazon.com and wherever books are sold, as 
well as at http://www.escapetheexpected.com. 
More of his educational articles, videos, and expert 
interviews are available on his website at http://www.
writewaysolutions.com.

Don’t Forget to Log Into Your Exclusive 
Members’ Area for More Tips & Resources!

http://members.predictableprofits.com

Ask Charlie!

Insiders’ Club Members are encouraged to click on the 
“Ask Charlie!” button inside of their Members’ Area 
to hit him with your biggest challenges, frustrations, 
or business building questions… and who knows, 
your question might be answered right here in the 
very next newsletter!

QUESTION: : “Hi Charles, I’ve heard you mention 
‘ideal customer’ before. Is that the same as target 
market?”- Rebecca R.

Hi Rebecca,

Great question!

An “ideal customer” is 
one level deeper than a 
target market.

If the target market 
represents the entire 
group of customers that 
you are directing your 
marketing efforts and 
communications toward (aka the target) – the “ideal 
customer” represents the bullseye.

The “ideal customer” is the perfect customer. The 
ideal customer provides you with the most referrals, 
the best reviews, the most repeat business… they are 
the type of customer you absolutely, positively love to 
serve.

How do you find them?

Start by looking at your database, and in particular, 
the people who represent the top 20% of total 
revenue for your company. What do they have in 
common?

Now dig a little deeper… Look at the top 20% of the 
top 20% - what do they have in common?

The Place Where Entrepreneurs Come To Grow Their Business™
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Gather as much information as you can to create an 
ideal customer profile – the more information you’re 
able to gather, the greater your chances of finding 
more people like them, and knowing exactly what 
sort of “bait” you need to offer to attract more ideal 
customers to your business.

Any information you can’t find in your database, 
consider sending out a survey (like SurveyMonkey) or 
deploying a value-added telemarketing effort.

Answer questions like:

• What does your product/service mean to them?

• Who are they? Find demographics including the 
websites they read, publications they subscribe 
to, books they enjoy, similar products they 
purchase…

• What common enemy do they have? For 
example, Predictable Profits’ “ideal customer” 
hates people who make excuses, they don’t like 
“in the box” corporate executives, people who 
want to get rich quick without putting in the 
work, mediocrity, and companies that are “just in 
it for the money” without any desire to add value 
back to their customers...

• What frustrations are they experiencing right 
now?

I’m so intent on finding more “ideal customers” – I’ve 
gone so far as to give my ideal customer a name, find 
a photo to what this person might look like, keep it 
next to my computer - and when I create a marketing 
campaign or write an article, I ask myself: “would this 
interest my ideal client?”

Hope that helps!

In your corner,

Charles E. Gaudet II
Founder of PredictableProfits.com

Why You Don’t Want 
Satisfied Customers

By Charles E. Gaudet II

Charlie and his wife, Heather, have invested over 
$500,000 studying peak performance, and investing 
in personal development for creating a more fulfilled 
life of health, wealth, love, and happiness. He’s learned 
from some of the most notable people on earth, and each 
month, he will pick one lesson to share with you as a 
valued Insider.

There’s a lot of emphasis in business to create a 
“satisfied” customer…

By definition, a satisfied customer is someone who is 
content. They’re doing okay. They are pleased.

But let’s face it: your customers are expecting 
to be satisfied – anything shy would be a grave 
disappointment and result in refunds, complaints, 
and poor reviews.

If you want to grow by word of mouth and repeat 
business, you need to strive to create more than just 
a “satisfied” customer – you need to create a raving 
fan.  

You need someone who actively – without any 
prompting or incentive by you – refers his or her 
friends and family to you. You want someone who 
talks about you inside of his or her social media 
circles. You want someone who feels vested in your 
success.

Those are the side effects of being a raving fan.

Take my friend Nick Armellino for example. He and 
I were sitting at dinner and he was raving about this 
new grass-fed butcher that came into town. He said: 
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“Charlie, these folks are so great, I even bought a 
t-shirt just because I wanted to give them more 
money. I’m trying to tell everyone about them because 
they just opened and I want them to stay in business.”

Raving fans - those that are ecstatic, enthusiastic, 
and excited about your company - are your fuel for 
growth.

Zappos built a billion dollar organization in a 
highly commoditized industry on the foundation of 
creating a “wow!” experience for their customers.

And in doing so, here’s how it paid off:

 

(Source: Tony Hsieh)

Everyone in the company is dedicated to creating 
a raving fan, and their entire business is driven by 
culture.

To get to the point of creating a “wow!” experience, 
Tony Hsieh asks 5 questions:

1. What do customers expect?

2. What do customers actually experience?

3. What emotions do customers feel?

4. What stories do they tell their customers?

5. How can culture create more stories and more 
memories?

You see, for Tony, customer service isn’t an expense, 
it’s an investment into repeat business. They don’t 
hide from customer service, they actually want to 
speak to their customers. That’s how they stand out.

And get this – Tony’s philosophy is not to focus 
on “Lifetime Customer Value,” but rather a focus 

on “Lifetime Customer 
Relationship.” That 
means that if a Zappos 
customer calls and 
requests a shoe that’s 
out of stock, a Zappos 
rep is trained to search 
3 competitor websites to 
find the shoe for them. 
Zappos losses the sale 
but earns a raving fan 
– which translates into 
a relationship built on 
trust.  

Yup, it’s a different 
approach than what 
everyone else is doing… 

As a wise man once said: 
“Those who follow the 
crowd usually get lost in 
it.”

It’s no wonder they have a raving fan base – and why 
they’ve grown so organically with the support of 
their customers.
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THIS MONTH’S ACTION STEPS FOR DOMINATING YOUR MARKET

BUSINESS ACCELERATORS

1 2 3 4

6 7 8 9

GIVE THANKS   
A genuine “thank 

you” to your 
customers lets them 

know how much 
they mean to you - 
and reminds them 
that you have their 

best interests in 
mind.

(PAGE 1) 

PREMIER 
POSITIONING

What premium 
can you offer to 

drastically increase 
the perceived value of 
your other products/

services? 
(PAGE 2)

EXPECTED 
EXPENSE

When you position 
yourself as a 

premium provider, 
your customers 

should expect to pay 
a little more… and 

get outstanding value 
in return.
(PAGE 3)

REFERRALS 
FOR THE WIN
Did you know that 
referred customers 

are more likely 
to have lower 

return rates, higher 
repurchase rates, 

higher lifetime value, 
AND get through 
the buying cycle 

quicker? 
(PAGE 5) 

EASIER IS 
BETTER

You are more 
likely to capitalize 

on referrals if 
they require less 
effort from your 

customers. Quick 
links, illustrated 

explanations… All 
of this stuff makes 

it easier. Help them 
help you.
(PAGE 9) 

SELL THE 
SOLUTION
Far too many 

marketers focus on 
selling a product - 

but customers don’t 
care. What they 

want is the solution 
to their problem… 

(PAGE 11) 

SHAPE YOUR 
REPUTATION

You want to be 
known as a problem 

solver, a trusted 
source, the go-to 

in your industry… 
but what problem 

are you solving 
specifically? What 
do you want to be 

known for?
(PAGE 12) 

AIM FOR THE 
BULLSEYE

Your “ideal 
customer” lies at the 
center of your target 
market, but do you 

know how to aim for 
them?

(PAGE 13) 

5

10

WHEN TO 
ASK? 

There are a few 
particular moments 

when your customers 
are primed for a 

referral request - are 
you making the most 
of each opportunity? 

(PAGE 6) 

“SATISFIED” IS 
NOT ENOUGH

Your customers 
expect to be satisfied 
- otherwise they are 
going to complain. 
To get to the next, 

where customers are 
voluntarily telling 
others about your 

business, you need to 
create raving fans… 

(PAGE 14)
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Members-Only Announcements

• • 

December
December 1st - Cyber Monday

December 4th - National Cookie Day

December 5th - National Salesperson Day

December 7th - National Pearl Harbor 
Remembrance Day

December 10th - Nobel Prize Day

December 13th - International Shareware Day

December 16th - National Chocolate-Covered 
Anything Day

December 18th - Free Shipping Day

December 21st - Winter Solstice

December 24th - Christmas Eve

December 25th - Christmas

December 26th - National Thank-You Note Day

December 31st - New Year’s Eve

December Weekly Observances

1st - 7th - Cookie Cutter Week

7th - 13th - National Hand Washing Awareness 
Week

8th - 14th - Computer Science Education Week

10th - 18th - Human Rights Week

17th - 24th - Hanukkah

26th - 1st - Kwanzaa

Charlie just finished a book by entrepreneur 
James Caan titled: “The Real Deal: My Story 
from Brick Lane to Dragons’ Den.” It comes 
highly recommended for entrepreneurs that 
love getting in the minds of achievers who 
started from scratch, and built empires worth 
many tens of millions of dollars.

• Last month, Charlie told you about his newest 
program: “21 Advanced Profit Centers: The 
Business Growth Program That Cranks Up Your 
Profit Potential and Crushes Your Competition.”  
Everything is recorded and transcribed… just 
waiting for the technology team. Keep an eye 
out on your email, details coming soon.

• December gives you many “reason why” 
holidays for creating a number of different 
marketing campaigns – there’s always a reason 
to reach out to your customers!

The Place Where Entrepreneurs Come To Grow Their Business™

© Copyright 2014 Managed Marketing LLC   |  The Predictable Profits™ Insiders’ Club  |   www.PredictableProfits.com



 18

December Monthly Observances

World Aids Month

National Drunk & Drugged Driving (3D) 

Prevention Month

National Write A Business Plan Month

National Tie Month

Tomato and Winter Squash Month

Universal Human Rights Month

Worldwide Food Service Safety Month

Good reasons beget good profits. Check 
December’s calendar posted in the Insiders’ Club 
Members’ Area online.

Don’t forget to log into the Insiders’ Club Exclusive 
Members’ Area for more business growing tips and 
information! If you have not received your username 
and password, please email Charlie’s assistant Mike 
(mike@predictableprofits.com), and he’ll get that 
out to you as quickly as possible. This is a WIP 
(work in progress), and we’ll constantly be adding 
more material to massively increase the value of your 
membership.

Ways To Maximize Your 
Predictable Profits Experience

 
Million-Dollar Roundtable: Invitation Only.
Must demonstrate proficiency in the Predictable 
Profits Methodology and have an annual income of 
$1,000,000 or more. 

Pay-For-Performance Consulting: Application Only. 
Must have annual revenues in excess of $1,000,000. 
This is where Charlie will create, design, and take 
you by the hand to deploy these marketing strategies 
directly into your business for a small retainer and a 
percentage of the profit he’s able to achieve for you.

Platinum Business Coaching:  Application Only. 
Receive an individualized, custom session dedicated 
to understanding and creating actionable strategies to 
grow your business and dominate your marketplace.  

Insiders’ Club V.I.P. Member Benefits:
- Monthly Insiders’ Club Newsletter
- Quarterly Group Presentation
- Restricted Access Website
- Exclusive Members’ Only Blog
- PLUS MORE!

INSIDERS ARE PROUD TO SUPPORT:
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